Chapter 1:

The marketing process:
· By creating value for consumers, companies capture value from consumers in return in the form of sales, profits and long term customer equity
· Needs: states of felt deprivation
· Include physical needs, societal needs, individual needs
· Wants  forms of needs that are shaped by society, culture, personality and marketing
· Wants + buying power = demands
· Market offerings: a combo of products/services/info aimed to satisfy want or need
· Mareting myopia: paying too much attention on product, not on benefits/experiences from product
· Exchange  marketing aims to build/maintain desired exchange relatnshps
· Market: set of actual + potential buyers of a product
· Marketing management: art + science of choosing target markets + building profitable relationships
· Value proposition: benefits + values promised to satisfy consumer needs
· 5 ways to carry out marketing strategies
1. Production concept: consumers favor products that are available and highly affordable  can lead to marketing myopia
2. Product concept: consumers favor quality, performance and innovative features
3. Selling concept: consumers will not buy unless supplier undertakes large-scale selling + promotion
a. Profit through sales volume
4. **Marketing concept: knowing the needs and wants of consumers and delivering desired satisfaction better than competitors
a. Profit through customer satisfaction
b. Outside-in perspective
c. Creates marketing based on needs, not just on products
d. Understanding cust needs better then the customers do
5.  Societal Marketing con: should deliver value to customers that improves/maintains both cust and society’s well-being
· Customer relationship management: building/maintaining profitable cust relat by delivering superior value and satisfaction
· Cust perceived value: difference between benefits and costs of mrkt offerin

**Benefits (product val, service val, personal val, image val) – costs ($, time cost, energy cost) = perceived value

· Cust satisfaction: performance vs expectation
· Partner relationship management: working with someone else to bring greater value to cust
· Customer share: % of purchasing of specific product categories that cmpny gets
· Customer relationships: True friends, butterflies, barnacles and strangers
· Customer equity: combined customer lifetime values of all company’s customers
Understand the mrktplace and cust needs/wants  design mkrtng strategy  construct marketing program to deliver high value (4 p’s)  build profitable relationships (delight)  capture value from customers to creat profits + customer equity

4 pillars of marketing:
1) market focus
2) obsession with customer delight
3) integrated marketing
4) profitability

































Chapter 2:

· ^^Strategic planning: creating strat fit between goals, capabilities and opportunities
· Business portfolio: collection of businesses and products that make up the company
· Portfolio analysis: management evaluates the portfolio (products/businesses)
· SBU: strategic business unit
· BCG matrix: Star, question mark, cash cow, dog 
· Companies can: build (invest more), hold, harvest (milking) and divest (-)
· Cmpnys should focus on profitable growth, not just growth
· Product/market expansion grid: Market penetration, product development, market development & diversification
· Downsizing: reducing size of portfolio by removing unprofitable/ill-fitting products/businesses
· Value chain: series of departments that perform value adding activities to support a firms product
· Value delivery network: company, suppliers, distributers, customers who partner to improve the performance of the system
· **Marketing strategy: target market + marketing mix (4 p’s)
· Market segmentation: dividing markets into groups of buyers with different needs etc.
· Market targeting: evaluating and choosing which segments to enter
· Positioning: basically your image/position in the eye of the customer
· Differentiation: differentiating your market offering to create higher value
· 4 c’s: Consumer solution, cost, convenience & communication
· SWOT analysis: strengths (internal capabilities), weaknesses (internal limitations), opportunities (external factors), threats (external challenges)
· ^^Marketing control: measuring and evaluating results marketing strategies
· ***See dynamic model in overheads
















Chapter 3
· Marketing environment: actors/forces outside of mrkting that affect ability to build/maintain successful customer relationships
· ^^Microenvironment: actors close to the business that affect ability to serve customers (ie. suppliers, the company, customers, competitors…)
· Macroenvironment: larger societal factors that effect the microenv: demographic, economic, natural, technological, political & cultural forces
· Marketing intermediaries: firms that help the company promote, sell and distribute
· Demography: the study of human population in terms of age, location, race…
· Economic environment: factors that affect buying power & spending habits
· Natural env: be aware of shortage of raw materials, increased pollution, increased govt intervention
· Technological env: forces that create new technologies therefore new product and mrkt opportunities
· Core belief (ie believing in marriage), secondary belief (ie. believing that people should only get married after a certain age) more open to change




























Chapter 5:
· Customer insights are difficult to obtain
· MIS: consists of people, procedures and equipement for assessing informational needs, developing the info, and helping decisions makers use the info
· Marketers obtain info from: internal data, marketing intelligence, mrkt research
· Internal data: quick, cheap, easy, however may not be detailed enough
· Marketing intelligence: is the systematic collection and analysis of publically available information about consumers/competitors/developments in the mrktplace
· Marketing research: systematic design, collection, analysis and reporting of data relevant to a specific situation facing the organization
· Marketing research process:
1. Define the problem and research objectives
a. Exploratory (preliminary research to define a problem/hypothesis), descriptive (to better describe a problem/situation), causal research (cause-effect relationship)
2. Develop the research plan
a. Observational, ethnographic (interact/watch the consumers), survey, experimental research
3. Implement the plan – collect & analyze the data
4. Interpret and report findings
· ^^Customer relationship management (CRM): managing detailed information about each specific customer, and their touchpoints





















Chapter 6:
· Customers define quality, not suppliers/producers
· Marketers sell experiences not just products, focus on experience
· Consumer market: all the individuals & households who buy/acquire g+s for personal consumption
· Customer purchases are influenced strongly by cultural, social, personal and psychological factors
· Personality: the unique set of psychological characteristics that lead to consistent/lasting responses to ones environment
· Brand personality: specific mix of human traits that may be attributed to a particular brand
· Ex. Sincerety, Excitement, competence, sophistication, ruggedness
· ^^Self-concept: people’s possessions contribute to/reflect their identities
· Psychological  factors: 
· Motivation (a need that is sufficiently pressing to direct a person to seek satisfaction of that need)
· Perception (how people select, organize and interpret information to form a picture of the world)
· Selective attention/exposure: most stimuli screened out.  Better awareness of stimuli that meet needs/interest
· Selective perception/distortion: twists into personal meanings
· Selective retention: much info forgotten. Info retained supports beliefs and attitudes
· Learning
· Belief (a descriptive thought that a person holds about something) & Attitude (consistent evaluations, feelings, tendencies towards an object/idea)
· Maslow Hierarchy of needs:
· Physiological, safety, social, esteem, self-actualization (self-development)  PHYS-SES
· Complex buying behavior: consumers highly involved in purchase + significant differences among brands
· Dissonance-reducing buying behavior: high involvement, few perceived difference in brands
· Postpurchase dissonance (after sale discomfort)
· Habitual buying behavior: low involvement, few perceived brand differences
· Variety seeking buying behavior: low involvement, high perceived dif brnd
· **The buyer decision process:
· Need/problem recognition  Information search  evaluation of alternatives  purchase decision  postpurchase behavior
· Evaluation of alternatives:
· Each product is seen as a bundle of attributes
· Consumer seeks a certain attribute combo
· Consumer develops beliefs about each brand
· Consumer matches attribute combos with beliefs and decides on preferred brand
· Adopters: innovators, early adopters, early majority, late majority, laggards
· New product: g/s or idea that is perceived by some potential customer as new










































Chapter 8:
· Mrkt segmenting: dividing the market into smaller groups with distinct needs/characteristics of behaviors that require separate marketing strategies/mixes
· Targeting: choosing which segments to actively pursue with marketing efforts
· ^^Positioning: proactive efforts to be seen by target in a particular way
· STP: defeats “one size fits all” or averages
· Facilitates customer delight
· Maximizes marketing ROI (return on marketing investment)
· Increases competitive advantage
· Perceptions are key  not necessarily product
· Differentiation: different marketing offerings for superior cust value
· ^^4 consumer market segmentations:
1. Geographic seg (divides buyers by nations, regions, provinces, cities)
2. Demography seg (age, sex, race, education, income)
3. Psychographic seg (social class, lifestyle, personality characteris)
4. Behavioural seg (knowledge, usage rate, loyalty status)
· ex. occasion segmentation  divide by when consumers actually consume, get the idea to consume etc.
· Factors for effective segmentation
· Measurable, accessible, substantial, differentiable, actionable
· 4 types of segmentation strategies:
1. Undifferentiated (mass) marketing (mrkt aggregation)
a. Ignores segmentation and takes market as a whole
2. Differentiated (multiple-segment marketing)
a. Target several segments and design separate offers for each
3. Concentrated (single-segment marketing/niche marketing)
a. Firm goes after a large share of a small market
4. Mircomarketing
a. Local marketing (tailored brands and promos to needs/wants of local customer groups)
b. Individual marketing (tailored marketing and products to needs/wants of individual customers)
· Product position: the way the product is defined by consumers on important attributed
· Positioning map  choose a differentiation and positioning strategy  identifying possible value differences and comp advantages  choosing the right comp advan  selecting an overall positioning strategy  developing a positioning statement communicating and delivering the chosen position
· 8 positioning bases
1. Attribute positioning
2. Benefit positioning
3. Use/application positioning
4. User positioning
5. Quality positioning
6. Competitor positioning
7. Product catergory positioning
8. Quality/price positioning
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